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I. Executive Summary 
 
 
Campus Consignment will enter into the resale segment of the retail industry as a 
consignment store that is nonprofit in nature.  The consignment store will provide 
consumers with an outlet through which they can recycle items, by selling those that 
they no longer use and purchasing products that have been previously owned.  Along 
with its environmental benefits, the business will present creative designers with the 
chance to sell their original work.  The store will also offer options to make extra 
money and to find new items at reasonable prices. 
 
Campus Consignment was designed with many goals in mind.  Primarily, the 
business will be an opportunity for students to learn, practice, or enhance those skills 
they are learning in the classroom by taking on a major role in the implementation of 
the business.  Campus Consignment will allow for real learning to take place through 
allowing the student to take ownership of his or her own education.  This venture will 
be a quintessential example of applied education.  Through extensive market 
research, it has become clear that there is a market for a consignment store on campus 
and students are eager and willing to participate in the student organization, the 
Campus Consignment Club, which will run the business and determine its future.  
The target market for this business includes students, faculty and staff at the 
University of Rhode Island’s Kingston campus. 
 
The most important advantages that Campus Consignment has over its competition 
are its location and its positioning.  Market research was conducted to better 
understand the wants and needs of the target population throughout the university.  
This research will be used in guiding the implementation of the business to ensure 
that Campus Consignment’s operations reflect the needs of its university community.  
A staple of Campus Consignment will be its positive environmental impact.  The 
store will not only promote awareness for the benefits of a globally conscious 
community, but it will also take action by making donations to local charitable 
organizations.  Campus Consignment will also offer new and unused brand name 
items at competitive prices, enabling the business to compete with other local 
consignment stores and discount stores. 
 
Campus Consignment will be run by a team of students who will make up the 
Campus Consignment Club, a student organization to be created for the sole purpose 
of running this business.  The Campus Consignment Club will provide value to those 
involved through emphasizing the importance of the environment, education and 
conducting business responsibly and in a way that is favorable and valuable to all.  
 
Campus Consignment is a business opportunity that has plenty of room for growth.  
Through ongoing evaluation, the store will have the ability to realize expansion into 
other target markets and other avenues of business.  By maintaining focus and 
keeping its operations in line with its overall mission, the business will prosper for 
years ahead. 
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II. Mission Statement & Company Goals and Objectives 
 
 
A. Mission statement. 
 
Campus Consignment was designed specifically to meet the diverse needs of an 
evolving small university community.  Inspired by the need for environmental 
responsibility, the business combines promoting environmental awareness and an 
educational experience for students to provide customers with a valuable business 
experience. 
 
B. Company goals and objectives. 
 
The main goal that Campus Consignment wishes to achieve is to be established as a 
unique business opportunity, providing value to its customers through conducting 
business responsibly – both in terms of education and the environment.  Campus 
Consignment strives to become a successful business and an attractive feature of the 
campus for prospective students by emphasizing service and social responsibility.  
Performance and success of the store will not be measured solely by sales and profits, 
but also by number of products recycled and donated.
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III. The Industry and the Company and Its Product(s) or Service(s) 
 
 
A. The industry. 
 
The resale industry, consisting of resale, consignment and thrift stores, is one of the 
fastest growing segments of retail.  The industry attracts consumers from all 
economic levels.  According to the National Association of Retail and Thrift Shops 
(NARTS), there are currently 25,000 resale, consignment and thrift stores operating 
in the United States.  The industry has experienced growth of about 5% each year for 
the past three years.  America’s Research Group, a consumer research firm, has found 
that 12-15% of Americans will shop at a consignment or resale store during a given 
year.  This compares to 11.4% of Americans who will shop in factory outlet malls, 
19.6% in apparel stores and 21.3% in major department stores (NARTS.org, 2009).   
 
Clustering, a current trend among resale stores, refers to the increasing popularity of 
resale, consignment and thrift stores opening in close proximity to each other, taking 
advantage of existing traffic (NARTS.org, 2009).  The promotion of environmental 
awareness and sustainability has led to an increase in the importance of reusing and 
recycling.  The resale industry provides both the eco-conscious and value-conscious 
consumer with ways to recycle their products at a return.  The resale industry is also 
once of the few segments of retailing that has not been affected by the current 
recession (NARTS.org, 2009).   
 
Recycling products is an important concept in the resale industry.  According to the 
Council for Textile Recycling, “post-consumer textile waste consists of any type of 
garments or household article, made of some manufactured textile, that the owner no 
longer needs and decides to discard” (TextileRecycle.org, 2009).  This post-consumer 
textile waste is created through improper disposal of consumer products.  The 
Secondary Materials and Recycled Textiles Association (SMART) has found that the 
average American throws away about 68 pounds of clothing and textiles per year.  
The resale industry has enabled both businesses and consumers to responsibly dispose 
of their unused products through reusing and ultimately recycling.   
 
Members of the National Association of Retail and Thrift Shops have reported 
increases in both sales and incoming inventory (NARTS.org, 2009).  A study was 
conducted to look at the fourth quarter 2008 sales figures as compared to those of 
2007, in which 185 NARTS members participated.  The results showed that 71.4% of 
respondents said that sales increased with an average increase of about 30%, and 
82.3% of stores recognized an increase in new customers.  In terms of store volume 
and inventory, the study showed that 46.7% of stores experienced an increase in the 
volume of suppliers.  When reporting on quality of incoming inventory, 84.5% of 
participants realized higher quality than previously or quality of about the same level.  
Even through the poor economy, stores within the resale industry have used 
aggressive advertising to reach both current and prospective customers.  While other 
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segments of the retail industry are suffering, resale, consignment and thrift stores are 
thriving. 
 
B. The company and the concept. 
 
Campus Consignment will enter into the resale segment of the retail industry as a 
consignment store. A consignment store, by definition, is a second-hand store that 
offers previously owned goods, both used and unused, for a lower price than that of 
new products.  Consignment stores provide consumers with an outlet through which 
they can recycle items, by selling those that they no longer use and purchasing 
products that have been previously owned.  Along with their environmental benefits, 
these businesses present creative designers with the chance to sell their original work.  
These stores also offer options to make extra money and to find new items (clothing, 
accessories, housewares, etc) at reasonable prices. 
 
Campus Consignment will carry both new and used brand name clothing, accessories, 
artwork, house wares and a selection of previously owned DVDs.  The philosophy 
behind this product selection is one that is in keeping with the target market of 
students and faculty who would be on campus from day to day.  The store will offer 
quality products at competitive prices.   
 
 
C. The product(s) or service(s). 
 
As previously mentioned, Campus Consignment’s product line will include new and 
used brand name items.  All items will be in good condition, gently used (if at all) and 
will be backed by a solid guarantee.  Clothing that is accepted for consignment will 
be clean, seasonal and without stains, holes and major defects.  Those accessories to 
be offered may include, but are not be limited to, shoes, handbags, scarves, ties, hats, 
etc.  House wares may include items such as alarm clocks, reading lamps, home 
furnishings, etc. Products will be priced at roughly half their original manufacturer 
suggested retail price (MSRP). 
 
The store will provide student and local artists the opportunity to sell their original 
artwork and/or designs.  It will promote a strong cultural community for students, 
faculty members and other local consignors.  Campus Consignment will allow 
consignors to use its services in selling their own items in a location that facilitates 
greater accessibility for their product.  
 
Campus Consignment will provide customers and consignors with the ability to 
recycle clothing rather than dispose of it in local landfills and dumps.  Campus 
Consignment has set forth the terms of consignment in its contract (A. Appendix 1).  
Under these terms, consignors will be given account numbers.  Items brought in by 
consignors will be priced and placed on sale for 30 days.  Both the consignor and 
Campus Consignment will receive 50 percent of the price that an item is sold for.  
After 30 days items will be discounted to half price, and after 60 days items will be 
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put on clearance (at which point items will belong to the store). What doesn’t sell, the 
consignor has the option to take back into his or her possession or to donate through 
the store to a local charity such as the Jonnycake Center or to a local high school 
theater department/club.   
 
Possible drawbacks of the product and service provided include a lack of consignors 
to provide inventory and a lack of quality products.  It also may be difficult for the 
product to meet the demands of the consumer if products are outdated or if they do 
not function properly.  Products, particularly DVDs and small electronics and house 
wares, will be tested to ensure the highest quality.   
 
Atmospherics is a term that may be used to describe the atmosphere and intangibles 
of a retail store.  This may include lighting, smell, music, and the physical 
characteristics and influence that are used to create an overall image.  The appropriate 
use and combination of atmospherics can be used to attract customers. Market 
research shows that respondents within the target market indicated a concern 
regarding used items, particularly clothing.  The majority of respondents who said 
they would not be willing to purchase used clothing, specified that it was due to the 
fact that they would view these items as damaged, dirty and/or worn out.  This points 
to the critical importance of conveying a clean, up-to-date fashion forward, eco-
conscious image.  Since atmospherics contributes to the overall experience a 
customer has in a retail store, it is especially important that attention be paid to these 
elements within the consignment store on campus.  Special care will be placed on the 
lighting as making it brighter will be more welcoming to potential customers.  Also, 
attention to details such as trendy, unique decorations, relaxing music, smell, etc. is 
important.   
 
D. Entry and growth strategy. 
 
The start-up of this business will require heavy advertising and promotion of the store 
and its offerings.  The student organization, Campus Consignment Club, will be a 
catalyst for the promotions process.  The store will likely be located in the Memorial 
Union, which is a high traffic area.  The Union attracts a number of different 
personalities, from current students and faculty and staff to prospective students and 
their parents (who may also be members of the local communities).  The location 
alone will encourage people to see what the store offers, to potentially purchase items 
and to even learn how to consign and the benefits that come of it.   
 
The store will implement a start-up strategy in which donations of appropriate items 
(brand name quality clothing, accessories, housewares, DVDs, etc.) will be taken.  
These donations may come from members of the university community and the 
surrounding towns.  Donations may also be made at the end of the spring semester 
when students are packing to go home and moving out of their dorm rooms for the 
summer.  The store may consider organizing a pick-up system in which items to be 
donated are picked up from dorms and nearby student apartments.  These items will 
be priced and displayed and will allow the business the opportunity to make money 
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while at the same time trying to encourage potential consignors to sell their quality 
items with the help of the store’s service provided. 
 
In terms of growth, Campus Consignment could expand in a number of different 
ways.  As detailed in later parts of the business plan, ongoing market evaluation may 
lead to expansion of the business into an etailer as well as a retailer.  Expanding the 
business online would allow it to grow outside of its local market to reach customers 
on the Internet.  The store would have the ability to increase its product offering and 
to sell higher quality products.  Going online would solve issues involving increased 
inventory and lack of floor space within the store. 
 
Recycling clothing that goes unsold in the store will become an important 
responsibility of the consignment store on campus.  Partnerships will enable the store 
to responsibly dispose of unwanted items.  Recycling centers, including the center in 
South Kingstown, will contribute to the growth of the business through providing 
services that will encourage the recycling of clothing, electronics, and other textiles.   
The business may grow in terms of recycling through partnering with trade 
associations such as the Secondary Market and Recycled Textiles (SMART), one of 
the most established of the recycling industries (Council for Textile Recycling, 2009).  
Teaming with associations such as this one will help the store maintain its focus on 
environmental awareness and sustainability.  SMART has found that “while few 
communities have textile recycling programs, approximately 85 percent of post-
consumer textile product waste goes to landfills.”  Taking advantage of the recycling 
programs that are provided locally will advance the efforts toward creating a “green 
society.” 
 
As the store becomes established in its location, the focus will become more about the 
student organization that is running it.  Since Campus Consignment will be nonprofit 
in nature, the profits that are earned through the sale of consigned items will be 
“recycled” back into the business and the Campus Consignment Club.  This student 
organization that is created for the sole purpose of running this business will use the 
profits as money for educational purposes.  The money may be used to fund activities 
and promotions for both the store and the student club as well as to promote the 
importance of environmental awareness and recycling.  Activities may include 
speeches and talks by inspirational and motivational speakers who may come to 
campus to discuss the importance of recycling as well as URI alumni who may be 
invited to talk about their experiences and successes in business.  Money may also 
fund the promotions and contests that may be used for advertising.  The purpose of 
these activities and promotions will be to create a positive image for the store by 
encouraging students to become more active on campus and to work toward a 
common goal and cause. 
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IV. Market Research and Analysis 
 
 
A. Primary market research.  
 
Primary research was conducted to determine the target market for Campus 




The target population that was studied in this market research consisted of students 
and faculty members at URI’s Kingston campus.  Exploratory research was used to 
uncover some of the feelings toward a potential consignment store on campus.  
Interviews were first conducted to determine major issues regarding the topic.  These 
interviews provided information that was used to develop questions and design a 
detailed survey.  A web-based, 22 item survey was developed using Survey Monkey, 
a popular website that enables users to create surveys and analyze results (See D. 
Appendix 4). These surveys were then administered to the target population, 
providing more quantifiable data for simpler analysis.  Participants were recruited to 
take the survey through Facebook and WebCT messages, Listserv emails sent to 
faculty in the College of Business Administration, and other networking 
opportunities. 
  
 Findings  
 
A total of 80 students and faculty members were surveyed for this research.  Sixty-six 
percent of respondents were female and the remaining 34% were male.  Seventy-five 
percent of those surveyed were graduate and undergraduate students, while 25% were 
faculty members.  The majority of those surveyed were upperclassmen who lived off 
campus.   
 
The research shows that there is a market for the type of business that a campus 
consignment store can offer.  Since the target population studied in this research 
consists of URI students and faculty members, the population was determined by 
adding total students (15,904) and faculty (589) for a total of 16,493.  The research 
indicates that, on average, the population of the campus community spends 
approximately $106 each month on clothing and accessories.  This information 
together can be used to determine the total size of the market, which is discussed later 
in the market research. 
 
According to the research, 44% of the population surveyed said that they were likely 
to shop at a consignment store on campus.  This number is significantly higher than 
the national average of 12-14%.  Of the 44%, 61% are likely to sell, indicating that 
there is a market for this business on campus and that it would be widely accepted by 
both customers and consignors.  At the same time, 55% of participants said that they 
are likely to consign at a store on campus and of those respondents, 24% said that 
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they have consigned previously.  Considering past behavior is important in 
determining whether the business idea is expected to be profitable or not.  From this 
data, it can be gathered that the reported results are likely to prove true.  Overall, 66% 
of the target population is interested in either buying or selling at a consignment store 
on campus. 
 
Participants in the survey reported that they are most likely to shop at discount stores 
and department stores.  Sixty-three percent of the population said that they are most 
likely to shop at discount stores, while 54% said they are likely to shop at department 
stores.  It can be implied that discount stores such as Marshall’s will be Campus 
Consignment’s largest competitor outside of other local consignment stores.  Of those 
who said that they were likely to shop at a consignment store on campus, 75% said 
that they are most likely to shop at discount stores.  This may be a direct result of the 
location, accessibility, and product variety that stores such as the Marshall’s in 
Narragansett offers its customers.  When asked what products they are most likely to 
spend their money on, 84% and 45% of the general population said they are most 
likely to spend their money on clothing and accessories, respectively.  Of those who 
said they are likely to shop consignment on campus, 89% said they are most likely to 
spend their money on clothing.  This is important when considering the products to be 
accepted for consignment by Campus Consignment. 
 
Many of the participants reported that brand names, both in general and in clothing, 
are important to them.  Sixty percent of the general population said that they agree 
that brand names in general are important, while 53% said that brand name clothing is 
important to them.  This is taken into consideration when determining the positioning 
of the store.  Since the majority of the target population cares about brand names, 
Campus Consignment will carry brand name clothing and accessories.  While 54% of 
the target population is likely to purchase used clothing, 75% of those who are likely 
to shop at a consignment store on campus would be willing to purchase used clothing.  
The barriers that may keep some potential customers from shopping at Campus 
Consignment include the idea that used clothing is dirty and worn out.  Of those who 
said that they would not be willing to purchase used clothing, 62% said it was 
because they thought the items would still be dirty and 54% said they thought items 
would be worn out.  These barriers would be addressed by considering atmospherics 
when deciding on the layout and overall look and mood of the store.  Overall, greater 
than 80% of those surveyed that they would be willing to purchase used items in 
general. 
 
When asked if they had ever shopped at a consignment store, 89% of the population 
said they had.  Seventy-three percent of those who said that they would likely shop 
consignment on campus said that they had shopped previously.  There is room for 
growth as many people said that they are not interested in shopping in a consignment 
store on campus but have shopped consignment before.  This provides Campus 
Consignment the opportunity to convince those who say they are not interested 
through advertising and promotions, as well as word of mouth awareness.  Of those 
who said that they have purchased items at a consignment store, 69% said they 
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bought clothing and 53% said that they bought accessories.  This reinforces the need 
for clothing and accessories in the product line of the store.  At the same time, 72% of 
those who said they are likely to shop consignment on campus also said that they 
have not consigned items before.  This provides the store with another opportunity for 
growth through convincing shoppers to consign.  Of those who have consigned 
products previously, 90% said that they sold clothing. 
 
The results show that students and faculty members feel that recycling items is a very 
important reason (41%) for selling items at a consignment store.   It is also shown that 
the target population feels that saving money is a very important reason (56%) for 
purchasing items at a consignment store.  Since Campus Consignment’s mission 
focuses on the importance of education and recycling, the target population’s reasons 
for purchasing and selling are in line with the overall mission of the business.   
 
Campus Consignment’s operations are dependent on what is convenient and 
appropriate for the target population on campus.  The market research shows that 
47% of the population would shop afternoons and 44% would shop between classes.  
Based on these numbers, the store would be open five days a week (Monday through 
Friday) from 10am to 4pm.  These hours would not only be appropriate for students 
and customers, but also for those members of the student organization who will be 
working in the store.  In terms of advertising, the store would advertise through its 
own website, through email, and with the help of flyers and posters across campus.  
Over 44% of participants said that these three means of communication would be 
ideal for finding out about information regarding the store on campus.   
 
Participation in the student organization, the Campus Consignment Club, is essential 
to the life and future of the consignment store on campus.  Twenty-four percent of the 
target population is interested in participating in such an organization.  Considering 
the number of participants in the survey, this number suggests that there will be a 
significant number of students and faculty members that will help in starting and 
maintaining a consignment store on campus.  Those who are interested in 
participating in the club want to participate in order to raise money, to help a cause, to 
have fun and fulfill an interest, and to develop and build experience for their resume.  
However, most said that helping a cause and building experience for the resume were 
most important.   
 
One of the valuable opportunities that Campus Consignment will provide is for local 
artists to sell their original creations in the store for a profit.  Of the total population 
surveyed, 34% said that they would sell their original work in a consignment store on 
campus.  Of those who said that they would be likely to shop consignment on 
campus, 39% said that they would sell original work.  Seventy-five percent of those 
who said they would likely shop at a consignment store on campus said that they 
would purchase original artwork, clothing designs, or jewelry.  With fewer consignors 
selling original work, Campus Consignment will be able to maintain a steady flow of 
inventory while attracting those customers who are interested more in unique designs 
and new or never used products.  
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Since Campus Consignment will be run by a student organization, it is important that 
the store focus on the core values that it will provide to its customers and consignors 
as well as the URI campus community.  The services that the business would provide 
to its users include selling unused items and helping a cause.  Overall, approximately 
95% of those surveyed reported that sustainability and environmental awareness, 
recycling, saving money, donating locally and supporting student organizations are all 
important to them.  This not only supports the idea that there is a market on URI’s 
campus for a consignment store, but it also proves that students are concerned about 
those issues for which Campus Consignment will promote awareness and those that 
the store wishes to address. 
 
B. Customers. 
The customers for the products offered at Campus Consignment include male and 
female full-time and part-time undergraduate and graduate students (both traditional 
and nontraditional) attending the University of Rhode Island.  According to URI’s 
Institutional Research fall 2008 facts, most URI students come from Rhode Island 
(61.3%). This is followed by students from Massachusetts, New Jersey, Connecticut, 
and New York.  IR also states that URI degree-seeking undergraduates are 21 years 
old, while 9 percent are 25 or older.  More than one half, or 54%, of students who live 
in dorms at URI are freshmen.  The total number of students attending URI as of fall 
2008 was reported as amounting to 15,904.  Of these 15,904 students, 12,793 are 
undergraduates and 2,535 are graduate students; 87.6% are full-time and 12.4% are 
part-time.  Customers also include faculty members and staff at URI.   
The university community of the surrounding area will also be included in the target 
market for the store.  Other institutions that will benefit from the products will be 
local charitable organizations who will receive consigned goods that were not sold 
within the store.  The majority of purchasers for the products will be found in the 
South County region of Rhode Island.  This may include the towns of South 
Kingstown, North Kingstown, Narragansett, and Charlestown.  
C. Market size and trends. 
The primary market research that was conducted for the purpose of this business plan 
indicates a market for a consignment store on campus.  The following equation shows 
the calculations used to determine the size of the market. 
   
 $106  (Average monthly spending on clothing and accessories) 
x 16,493 
(Total population = 15,904 undergraduate and graduate students + 
589 faculty members) 
 $1,748,258  
(Average spent by total population, assuming all is spent on 
clothing and accessories) 
x 44% (% of campus community that is likely to shop consignment) 
 $769,234  
(Total average expenditures on clothing and accessories by target 
population) 
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x 5% (Assuming 5% is spent on consignment) 
 $38,462  (Amount spent on consignment by target population) 
x 10% (Assuming the goal is to capture 10% of the market) 
 $3,846  (Average monthly sales for Campus Consignment) 
 
This equation states that an average of approximately $3,800 of monthly sales could 
expectedly be generated by Campus Consignment.  This number is based on the idea 
that the business would be able to capture 10% of the market.  The 44% was 
determined in the market research as the percentage of the campus community that 
indicated that they would be likely to shop at a consignment store on campus.  As 
previously stated, this number is significantly higher than the national average, 
implying that there is definite market potential for this type of business. 
Market growth for this business will be positively affected by the current economic 
recession.  As stated previously, the resale industry is one of the few recession proof 
segments of retail.  While other retailers in the industry are seeing negative numbers, 
resale, consignment and thrift stores are reporting increasing sales and inventory.   
Clustering is also affecting market growth as existing consignment stores are finding 
a number of new competitors opening up nearby.  This allows stores the opportunity 
to take advantage of existing traffic.  The resale industry has provided bargain 
shoppers with an opportunity to find quality clothing, accessories, and house wares 
for less money. For fashion-conscious shoppers, particularly females, vintage and 
quality used clothing has become more widely accepted and even popular. 
D. Competition and competitive edges. 
 
A number of local competitors offer similar products, both in the form of retail stores 
as well as other consignment and thrift stores.  The feature that gives Campus 
Consignment a competitive edge is its convenient location and unique business 
model. 
 
The following is a list of stores in neighboring towns that will offer alternatives to 
customers. 
1. Narragansett/Wakefield 
a. Phoenix Resale – vintage clothing, accessories 
b. One More Time – men’s and women’s clothing, jewelry, accessories 
c. Marshall’s – discount retailer; men’s, women’s, children’s clothing; shoes, 
accessories, house wares 
2. North Kingstown 
a. Consignment Goods – furniture 
b. Corner Cupboard – house wares, furniture; limited clothing (scarves, 
coats, accessories, shoes, handbags) 
c. Jazzy – designer clothing, accessories, jewelry; furs; vintage 
3. Warwick 
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a. Savers – thrift (no consignment), retail chain; vintage clothing, shoes, 
accessories, jewelry 
4. Richmond 
a. Classy Closet Consignment – clothes (clean), no specific brands, house 
wares 
In general, these competitors offer product lines that are similar to Campus 
Consignment, including clothing, accessories, jewelry, shoes, house wares, and small 
furniture.  Store hours for locally owned consignment stores typically run from 10am 
to 5pm or 5:30pm, while some have alternate hours on the weekends.  For chain 
stores such as Savers and Marshall’s, hours of operation usually run from 10am until 
9pm.  Parking is accessible for all competitors, providing customers with convenient 
access to stores.  The location for almost all of the competition is central and has high 
awareness. 
Campus Consignment’s largest competitor is Marshall’s, a retail discount store chain 
with a location in Narragansett, RI.  As reported in the survey results, respondents 
from the sample population said that they are most likely to shop at discount stores 
such as Marshall’s.  The location and convenience of Marshall’s as well as their 
product selection and low prices are what makes the retailer stand out as the main 
competition for the campus consignment store. 
Respondents also stated that they are likely to shop at department stores.  This may 
indicate that the survey population is interested in product variety and reasonable 
prices.  Campus Consignment would offer students and faculty the same product 
variety as provided by discount retailers and department stores, except at lower prices 
and at a more convenient location. 
The fundamental value that is added by the products and services offered is the 
monetary value provided to customers through the sale of their consigned products.  
One of the unique aspects of this consignment store is its emphasis on social and 
environmental responsibility.   
 
E. SWOT Analysis 
 
Campus Consignment presents a strong business opportunity to the university.  At the 
same time, there are a number of weaknesses and threats that the store would have to 
work to improve and eliminate.  The following table explains the strengths, 
weaknesses, opportunities and threats that Campus Consignment faces. 
Strengths 
- Convenient location for URI students / faculty (easy access for students without 
cars) 
- Campus Consignment Club would allow students to gain hands-on experience for 
resume 
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- Affordable items for the college student’s budget 
- Provide students with the opportunity to make money and give back to URI / the 
community 
- 50% of profits of sold items will go to CCC to run the store and to fund other club 
activities 
- CCC would attract students from all backgrounds and all fields of study 
(Business, TMD, Arts, etc.) 
- Excellent warranty and guarantee on all products 
Weaknesses 
- Consignment may be a new concept for many students (students may be unaware 
of the idea and hesitant to accept it) 
- Students may be more likely to consign than to shop 
- The Memorial Union may be an unattractive location to potential consignors 
- Limited parking (45 minute parking, limited number of spots) 
- Campus Consignment Club may not appeal to students (no pay / credits) 
- Dependent on space availability in Memorial Union 
- Students would likely consign only at ends of semesters / move out days 
Opportunities 
- Location in Memorial Union would allow for fewer expenses incurred by Campus 
Consignment Club 
- Donating unsold items would provide URI with a positive source of PR / service 
- Campus Consignment could be viewed as eco-friendly / good cause 
- URI could gain attention from local residents that may increase value of the 
school; attract prospective students 
- Students could fund activities that include networking and meeting local 
businesspeople 
- TMD students would have the opportunity to sell their designs for money 
- The poor economy may encourage more people to consign and shop at the 
Campus Consignment Store 
- Much of the competition does not accept electronics for consignment 
Threats 
- Great deal of competition in the area; might discourage outside consignors from 
shopping/consigning at Campus Consignment 
- Small Business Management Club and other student organizations may be more 
appealing to students 
- URI yard sale = competition 
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F. Estimated market share and sales. 
 
Products to be offered at Campus Consignment will be worth more than just their face 
value.  Consigned products will offer both consignors and customers the ultimate 
experience in recycling.  The store will offer high quality brand name products at 
competitive prices.  The products will reflect the importance of both environmental 
awareness and the education provided to the URI students and community.  Campus 
Consignment’s inventory will add value to the overall business through the help of 
these students and the community. 
 
As previously discussed, there is a definite market for a consignment store on the URI 
Kingston campus. Looking at the table can confirm this again. 
 
 $106  (Average monthly spending on clothing and accessories) 
x 16,493 
(Total population = 15,904 undergraduate and graduate students + 
589 faculty members) 
 $1,748,258  
(Average spent by total population, assuming all is spent on 
clothing and accessories) 
x 44% (% of campus community that is likely to shop consignment) 
 $769,234  
(Total average expenditures on clothing and accessories by target 
population) 
x 5% (Assuming 5% is spent on consignment) 
 $38,462  (Amount spent on consignment by target population) 
x 10% (Assuming the goal is to capture 10% of the market) 
 $3,846  (Average monthly sales for Campus Consignment) 
 
By using the number for potential average monthly sales for Campus Consignment, 
projected sales for five years out can also be calculated.  The following table shows 












 Year 1  $           46,152   $        3,846   $      128                             13  
 payout  $           23,076     
 revenue  $           23,076     
10% Year 2  $           50,767   $        4,231   $      141                             14  
 payout  $           25,384     
 revenue  $           25,384     
10% Year 3  $           55,844   $        4,654   $      155                             16  
 payout  $           27,922     
 revenue  $           27,922     
10% Year 4  $           61,428   $        5,119   $      171                             17  
 payout  $           30,714     
 revenue  $           30,714     
10% Year 5  $           67,571   $        5,631   $      188                             19  
 payout  $           33,786     
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 revenue  $           33,786     
 
Payout and revenue each account for 50% of total annual sales.  This is based on the 
terms agreed in the consignor contract (A. Appendix 1).  Sales per month and per day 
are calculated in order to determine the number of items that must be sold in a given 
day to achieve the sales goals.  The number of items sold per day is based on the idea 
that each sale will average approximately ten dollars, a rough estimate based on the 
pricing strategy that is discussed later. 
 
G. Ongoing market evaluation. 
 
Campus Consignment will continue to evaluate the target market with the help of 
Liberty4 Consignment, a software package provided by Resaleworld.  Features of the 
Liberty4 software include account management, inventory management, and point of 
sale, paying consignors, and generating reports or emails.  Liberty4 is management 
software that encompasses the accounting and financials of the business.  It also 
offers reports that will help track sales figures that will offer the opportunity to 
evaluate the success of product categories and other marketing statistics.  The 
software is a point of sale software for the computer that allows users to create 
accounts for customers, process transactions, and keep track of cash flow in terms of 
sales and payouts.  The term payout refers to the issuing of money to a consignor 
whose items have sold and who is owed money.  This software will track sales to 
provide easily accessible data that shows which products are more commonly sold 
within the store.  It will also allow users to access each consignor’s individual 
account to determine which products each consignor has sold and purchased in the 
store’s history. 
 
The store will also regularly request customer feedback about the products sold in the 
store, as well as the store layout and the atmosphere.  Campus Consignment will poll 
customers to determine the extent to which the business is successful or not in terms 
of products offered, pricing, location, operations and accessibility.  Customer 
feedback as well as employee/volunteer feedback will play a large role in the 
operations of the business.  Since the goal of the store is to provide an educational 
experience to students and a valuable business experience for customers, Campus 
Consignment’s position within the market and its operations will be evaluated 
regularly to ensure that the mission statement and the vision are being realized.   
 
The feedback provided by customer surveys will help to determine whether 
expansion would be a potentially profitable opportunity.  If the business proves to be 
successful, possible opportunity for expansion into an online retailer could be 
considered.  Expansion into etailing would allow the store to offer higher quality 
products that would otherwise not be sold in the Campus Consignment store location.  
Similar to CraigsList and eBay, Campus Consignment online would allow customers 
to shop at their convenience without visiting the actual store.  This would benefit the 
business if there is a significant increase in incoming inventory or if there is a demand 
reported in customer feedback and surveys for a more personal and convenient 
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shopping experience.  This option may be considered if criticisms about the store’s 
size, atmospherics or location arise.   
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V. The Economics of the Business 
 
A. Fixed, variable and semivariable costs. 
 
A number of initial expenses will be incurred in order to get the business established 
and operating.  These expenses include those required for renovation, store materials, 
advertisement and miscellaneous.  Expenses were calculated based on the assumption 
that the space would be approximately 350 square feet.  They were also estimated 
based on basic research done online to determine general figures for items.  Many of 
the items that are essential for the startup will be recycled or refurbished, keeping in 
line with the mission of the store as well as cutting costs and saving the business 
money.  Refurbished items include the cash register and potentially the counter(s). 
Both the paper necessary for flyers/posters for advertisements and the boxes to be 
used for accepting consignments will be recycled by faculty and collected for use in 
the store.   
 
The following table itemizes the specific expenses and the respective costs to be 
incurred by Campus Consignment initially. 
 
Initial Expenses   
*Based on 350 sq. ft. 
 
 
 Price  
Renovation   
Carpet 350 sq. ft (installed)  $       139  
 
4 gallons of BioShield Paint  $       120  
 
Hangers  $       300  
 
Shelving  $         80  
 
Racks (clothing)  $       300  
  
   $    939  
Store Materials   
Cash Register (Refurbished)  $       200  
 
Generic Stereo System  $       100  
 
Counter/Glass case  $       200  
 
Dell Computer   $    2,000  
w/basic 
software 
Dell Printer/Scanner - 
 
Office supplies  $       100  
 
Software  $    1,000  
  
  
 $ 3,600  
Advertisement   
Good 5 Cent Cigar full page ad  
 
Limited number of flyers  $         20  
  
  
 $      20  
20 
Other Necessary Expenses   
Cash (petty)  $       100  
 
Insurance  $       400  per year 
Boxes - 
 
Security Deposit  $    1,000  
 
Business Lic App  $         30  
 
    $ 1,530  
Total Expenses / Initial 
Investment   $ 6,089  
 
 A total of $6,089 in total fixed costs will be required for initial investment in the 
business.  Other ongoing costs will be incurred by the store as well. These include 
rent, utilities and insurance.  Both monthly and annual expenses are calculated in the 
following table. 
 
Monthly Expenses    
 
Union Emporium Average 
Fixed    
Rent  $         900   $         600   $    750  
Insurance  $         400   $         400   $    400  
  $      1,300   $      1,000   $ 1,150  
Variable    
Utilities (Electric heat = one bill)  $         400   $         400   $    400  
  $      1,700   $      1,400   $ 1,550  
Annual Expenses    
 
Union Emporium Average 
Fixed    
Rent  $    10,800   $      7,200   $ 9,000  
Insurance  $      4,800   $      4,800   $ 4,800  
  $    15,600   $    12,000  
 
$13,800  
Variable    
Utilities (Electric heat = one bill)  $      4,800   $      4,800   $ 4,800  
  $    20,400   $    16,800  $18,600  
 
 These expenses are based on numbers that were reported from occupants of 
commercial space in the Union as well as at the emporium.  Estimates for both 
locations are provided, and averages have been calculated.  Annual rent for the space 
in the Memorial Union included both rent and utilities.  These were separated based 
on the assumption that utilities accounted for one-third of the total rent expenses.  In 
this case, insurance is basic and covers the business if anything falls and injures a 
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customer and if anything is stolen.  Monthly expenses were determined and totaled, 
and annual expenses were calculated from those numbers. 
 
B. Months to breakeven. 
 
To determine the breakeven point, it is assumed that fixed costs include rent and 
insurance since these expenses are expected to remain at the same rate over time.  
Utilities are assumed to be characterized as variable costs.  Since there are no direct 
labor or materials costs involved, it is difficult to determine the breakeven point.  
Labor costs are not incurred because students representing a student organization will 
run the store (discussed later).  Also, material costs are not incurred as nothing is 
being manufactured or produced.  Refer to the previous tables for discussion of fixed 
and variable costs. 
 
To calculate Campus Consignment’s breakeven point, the total expenses must be 
calculated by adding initial expenses, variable expenses and fixed expenses together.  
Dividing this number by the average monthly sales will arrive at a number that 
indicates how many months it will take for sales to cover expenses.  The following 
table projects annual and monthly expenses, assuming that there is a 10% increase 







 Year 1  $                18,600   $                     1,550  
10% Year 2  $                20,460   $                     1,705  
10% Year 3  $                22,506   $                     1,876  
10% Year 4  $                24,757   $                     2,063  
10% Year 5  $                27,232   $                     2,269  
 
Considering the projected sales is important in determining breakeven since profits 
are expected to cover expenses.  The following table compares the expenses to the 
projected sales for five years ahead. 
 
INITIAL 
EXPENSES   
MONTHLY 
EXPENSES   
 PROJECTED 
SALES  
 $                   5,689   $       1,896   $                     1,550   $      3,446   $                     3,846  
 $                   5,689   $       1,896   $                     1,705   $      3,601   $                     4,231  
 $                   5,689   $       1,896   $                     1,876   $      3,772   $                     4,654  
 $                   5,689   $       1,896   $                     2,063   $      3,959   $                     5,119  
 $                   5,689   $       1,896   $                     2,269   $      4,166   $                     5,631  
 
This table shows total initial expenses and divides them evenly across five years.  It 
also shows the yearly initial expenses and the monthly expenses combined to 
compare total monthly expenses with projected sales for any given month.  As these 
numbers are projected further into the future, the gap between the total monthly 
expenses and the projected sales gets larger, indicating that sales will likely cover 
those expenses incurred.  Paying off initial expenses over five years would allow the 
business to make a profit while leaving room for unexpected costs and expenses that 
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may be incurred.  If the store paid off all initial expenses as soon as possible, it would 
take approximately two months to breakeven.  This number would be calculated the 
following way. 
 
Initial expenses   $5,689 
+ Avg monthly expenses  $1,550 
Total expenses   $7,239 
÷ Projected monthly sales (YR1) $3,846 
Months to breakeven  1.88  2 months 
 
From this information, it can be assumed that by three months the business will reach 
positive cash flow.
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VI. Marketing Plan 
 
A. Overall marketing strategy. 
 
The main focus of Campus Consignment’s marketing strategy will be to keep 
marketing in line with the mission statement.  As a consignment store competing on 
quality and price, Campus Consignment will utilize a marketing strategy that allows it 
to maximize profits for the overall store as well as for the customers and consignors.   
 
Seasonal trends will affect the business both positively and negatively.  The poor 
economy will be expected to have some positive influence on how well the store 
competes against other discount stores and consignment stores.  The school calendar 
creates a seasonal trend of an influx of students during the spring and fall semesters.  
During these times, students are rarely on campus to shop.  This also introduces an 
issue with staffing during these times since many of the students who would 
otherwise be helping in the store are home.  On the other hand, during the summer 
months and winter and spring breaks, the absence of students and faculty on campus 
will negatively affect the store and its performance.  To promote sales out of season, 
the store may consider being open during campus tours and other events that are help 
in the Union.  The store may also consider changing its hours of operations during 




Campus Consignment will implement a flexible pricing strategy that will vary based 
on product category and brand name.  Products will generally be priced at half of the 
item’s original value, or MSRP.   
 
The following table displays the price ranges for the different product categories to be 








 Pants/Jeans $7.98 - $14.98 
 Shirts $5.98 - $10.98 
 Blouses $6.98 - $12.98 
 Sweaters $8.98 - $20.98 




 Shoes $10.98 - $24.98 
 Handbags $10.98 - $45.98 
 Scarves $5.98 - $21.98 
 Ties $5.98 - $15.98 
 Hats $10.98 - $35.98 
 
Artwork $15.98 - $59.98 
 
Housewares $3.98 - $39.98 
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DVDs $5.98 - $14.98 
 
These numbers are estimated based on the levels of quality of products that are 
consigned.  The numbers were also determined based on experience and observation 
of prices at other consignment stores in Massachusetts and Rhode Island.  At the 
lower end will fall items with popular brand names and affordable prices at new 
(GAP, Old Navy, Macy’s, etc).  Products that will be priced on the higher end may 
include high quality, expensive brand names such as Lucky Brand, Juicy, Guess, 
Crate & Barrel, and similarly positioned stores in the retail market.  The market alone 
will dictate the prices of products sold in the store. 
 
These prices will be comparable to other consignment stores in the South County 
area.  Since college students, in general, are aware of brand names, willingness to 
purchase these products at higher prices will be realized.  Prices offered at Campus 
Consignment will be slightly higher than the competition in order to cover overhead 
costs and to create awareness and attract potential customers and consignors.  The 
competitive prices offered will allow Campus Consignment to get its products and 
service accepted by students and faculty members, as well as members of the local 
community.  Providing quality products, both new and used, at affordable prices will 
encourage customers to purchase.  With prices that are similar to that of the 
competition and a convenient location for students and faculty members already on 
campus, Campus Consignment will be able to maintain its market share and produce 
profits once it is an established business. 
 
C. Sales tactics. 
 
Customer service and personal sales within the store will be emphasized as key sales 
tactics for Campus Consignment.  Its own sales force will run the store and all its 
operations, while creating a pleasant experience for customers and consignors.  Over 
time, the sales force is expected to increase as students and faculty become more 
aware of the store and the opportunities it provides to the campus community.  The 
sales force will be built up at no particular rate as it is dependent on students’ interest 
and willingness to participate in the student organization, Campus Consignment Club. 
 
D. Service and warranty policies. 
 
There will be no service and warranty policies provided by Campus Consignment 
since the store will not be the manufacturer of the products sold.  The return policy 
for the store consists of money credited to customers’ accounts for the sale of broken 
or defective products that were overlooked by staff.  
 
E. Advertising and promotion. 
 
Market research shows that the target population wishes to be reached primarily 
through the use of email, a website specific to Campus Consignment, advertising in 
the Good 5 Cent Cigar and flyers/posters around campus.  These channels through 
which the store will communicate to its customers are effective and inexpensive.  
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Constant Contact, an email marketing service, allows users to create emails to be sent 
to customers on a specific email list.  This service would be beneficial for Campus 
Consignment in keeping in line with its mission of promoting environmental 
awareness.  Not only will the store be creating awareness for its brand and its 
products, but it will be encouraging students and faculty to “go green” by going 
paperless (See C. Appendix 3).  Flyers and posters will be made with recycled paper 
and displayed indoors in high traffic areas across campus, including the library, the 
Memorial Union, Ballentine Lounge and Hope Commons.  Displays in windows will 
also act as advertisements for attracting potential customers to the store.  Creating 
well-designed displays will help in convincing students and faculty who might 
otherwise not shop consignment to purchase or consign in the store. 
 
Campus Consignment will market itself using promotions that emphasize the value 
provided to customers and the importance of recycling, education and the ability to 
raise money for a cause by selling unused items.  Ideas for recycling promotions may 
include hosting design contests for a new store logo to be used on a reusable item, 
such as a shopping bag.  This would encourage students and faculty to get involved in 
the start up of the business while learning about sustainability and environmental 
awareness.  It would also create awareness among the target population.  Other 
promotions may include display design and visual merchandising contests, 
inspirational information sessions about important issues regarding environmental 
sustainability, and a “create-your-own-recycled garment,” in which students with 
talent would be able to produce a piece of clothing, jewelry, or product of their choice 
that is environmentally safe, yet clean and fashionable.  All promotions will focus on 





Campus Consignment will donate items that go unsold after 90 days to local 
charitable organizations in need.  The store will recycle these items if they are not 
accepted as donations at these organizations.  Distribution for Campus Consignment 
involves picking up donations from dorms and other buildings in which collections 
are being taken.  Students and faculty members on campus will have the opportunity 
to donate any unused items that they do not care to consign.  This will offer the 
university a chance to promote environmental awareness campus wide. It also 
involves dropping off donations to local charitable organizations and recycling 
centers.  Charities to which Campus Consignment will donate include the Jonnycake 
Center (Peace Dale), the Salvation Army (Newport, North Kingstown), and Big 
Brothers & Big Sisters (Cranston, East Providence).  Items donated will be 
determined by the organization accepting them.  According to its website, the 
Jonnycake Center can only accepts seasonal items due to storage and space issues.   
The organization would be interested in “clean and gently used women's and 
men's clothing, handbags, boots, shoes, jewelry, and accessories” 
(JonnyCakeCenter.org, 2009).  Any other items may be donated to the Salvation 
Army and Big Brothers & Big Sisters of Rhode Island.  Those items that are not 
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appropriate and not accepting by these organizations will be brought to textile 
recycling. 
 
The disposition strategy for Campus Consignment will involve biweekly pickups of 
donations.  Those charitable organizations mentioned will have the opportunity to 
pick up items that went unsold.  This will allow the store to maintain a healthy level 
of both inventory and storage.  If items are refused by these organizations, they will 
be delivered to local recycling centers for textile recycling. 
 
While initial donations will be necessary to get the business started, consignors will 
eventually bring items in for consignment.  As the store takes donations, increased 
awareness of the store will attract both customers and consignors.  For the first two 
weeks, consignments will be accepted daily between the hours of 11am and 4pm (also 
the regular hours of operation for the store).  Consignors can bring in as many items 
as they would like to consign, but they will also be aware that items will be inspected 
and refused if they do not meet the acceptable criteria.  If there is enough inventory in 
the store after two weeks, consignment hours will be Monday through Wednesday 
from 12pm until 2pm.  This will allow for a steady level of inventory in order to 
prevent overflow and a cluttered store.  If there is not enough inventory after two 
weeks, then consignments will be accepted as necessary until a sufficient amount of 
inventory is realized.   
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Since Campus Consignment will be nonprofit in nature, the overall organization of 
the business will differ greatly from its major competition.  Campus Consignment 
will be run by a student organization to be named the Campus Consignment Club.   
 
The following statement will be used in the Student Senate Organization Application 
for Recognition (B. Appendix 2). 
 
“The goal of this club and of the store is to provide motivated students with an avenue 
to gain hands-on experience establishing and maintaining all aspects of a successful 
business.  The club will uniquely benefit the URI Community by handling the 
operations and business functions of the Campus Consignment store.  It will provide 
students and faculty with a resource through which they can learn about 
environmental awareness and sustainability.  It will benefit the community through 
providing a profitable business opportunity and service for the club, the customers 
and the consignors.  The key value proposition of both the club and the store is 
focused on the student, their learning and the business.” 
 
The Campus Consignment Club will provide value to those involved through 
emphasizing the importance of the environment, education and conducting business 
responsibly and in a way that is favorable and valuable to all.  The Campus 
Consignment Club will likely be recognized as a Level III club, which would provide 
the organization with a contingency grant to cover basic expenses and free space in 
the Union for meetings as well as use of the Ball Room when necessary.  The club 
will have to be active for two semesters before receiving an office, which would then 
be used by all members of the organization but run primarily by a faculty adviser.  
 
B. Key management personnel. 
 
Since Campus Consignment will be run by students, it is important that those 
involved in running the store become educated and experienced in all aspects of the 
business.  Students will be responsible for handling every function of business, 
including finance, accounting, marketing and advertising, business management and 
entrepreneurship, and customer relationship management.  Students who are business 
students will first become familiar with the function of business for which they are 
taking classes.  From there, they will be encouraged to explore the other functions of 
business while learning the basics from fellow students and faculty members and 
applying what they’ve learned to improve the overall business. All students will be 
responsible for maintenance, inventory, and customer service. 
 
To start, students may be required to contribute at least half of a given day to working 
in the store.  Schedules for the store may be developed over time based on the class 
schedules of those students involved.  Since it is more of a learning experience for 
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students, no true management positions will be established until the business is 
running efficiently.  Students may wish to delegate positions based on seniority or 
skill.   
 
C. Management compensation and ownership. 
 
Faculty advisors would be necessary for this organization and business to be 
established and maintained.  Students will not receive compensation for their work in 
the Campus Consignment store.  The ultimate goal for the club and the store is for 
both to be recognized as an established business opportunity and an opportunity for 
students to receive internship credits.  Faculty members who serve as advisors would 
eventually be rewarded as if they were teaching a regular course.   
 
D. Other investors, supporting professional advisors and services. 
 
Other investors may include the university itself along with banks and other 
institutions through which funding would be provided to the business as needed.  No 
outside professional advisors and services would be utilized in running this business. 
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VIII. Critical Risks, Problems and Assumptions 
 
Start-up companies face critical problems.  The idea of clustering can pose problems for 
new consignment stores in areas in which other consignment stores already exist and 
operate.  The fact that Campus Consignment will be a nonprofit organization will help 
the business become established and accepted in the URI community.  This aspect of 
overall business will allow the store to differentiate itself from the competition in the 
South County area.  Since Campus Consignment will not incur many operating expenses 
in terms of labor and material costs and because the overall goal of the business is not to 
maximize profit, the store will be able maintain competitive pricing and being undercut 
by those businesses already established in the area will not be a concern. 
 
Another potential for problems is the lack of student interest in organizing and running 
the business itself. The business will need to maintain an adequate amount of dedicated 
and talented employees at all times in order to succeed. This concern is legitimate; 
however through market research and observation it is clear Campus Consignment will 
be met by students of all different majors and personalities with enthusiasm and 
determination. Market research shows that there is interest in the idea and with increased 
awareness among the URI student population along with the power of word of mouth, 
students will be more accepting of the business idea and more willing to contribute.  In 
addition, due to the current economic situation, the skills students will learn while 
participating in this club will be invaluable.  Ideally, when the store is recognized as a 
profitable business idea for customers and as an educational experience for students, it 
will attract students from other colleges at the university outside of the College of 
Business and the TMD department. 
 
Industry, market, or economic trends will affect the business, posing critical risks and 
problems in terms of sales for the store.  Campus Consignment will have quality faculty 
advisors and will inherently be run by dedicated students.  As industry statistics have 
proven, consignment stores and other stores within the resale business are not as affected 
by a poor economy.  The potential threats or problems that Campus Consignment faces 
are important to consider, but are not expected to have a strong negative effect on the 
store and its performance.  With a solid business model, dedicated staff, and most 
importantly, its global concern, the business will thrive as an opportunity for the URI 
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A. Appendix 1: Consignment Form 
Campus Consignment 
150 Lower College Rd. 
Kingston, RI 02882 
(401)000-0000 
 
____________Consignment Contact Number                                          Date________ 
 
The following are the conditions under which consigned articles are received: 
 
1. All articles must be in good condition and clean. Clothing must be current style 
 
2. All consignors must be willing to abide by the decisions of Campus Consignment 
as to accessibility and pricing of articles. 
 
  
3. Articles will be placed on sale for 60 days from the date of consignment and will 
be discounted by 50% of the original price after 30 days. 
 
4. Any article not sold or reclaimed during the 60 day period will be donated to 
charity. Consignors are responsible for monitoring the expiration dates of any 
items they may wish to reclaim before the 61st day. 
 
 
5. Each consignor has an account number. Please check on your articles and stop by 
at any time to collect money due you. Campus Consignment does not mail 
checks. Consignor receives 50% of the selling price. 
 
6. Campus Consignment will take the best possible care of articles consigned, 
however, everything is left at the owner’s risk. Campus Consignment is not 
responsible for loss by fire, theft, water, or negligent handling. 
 
  
7. Articles are accepted for consignment on ______________________________. 
There will be a 30 item limit per visit (may change upon space constraints). 
 
8. Accounts inactive for two years are automatically canceled and the number will 
be reassigned.  
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C. Appendix 3: Screen Shot of Email Advertisement
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D. Appendix 4: Web-based Survey 
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